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NEW CHAIRMAN FOR 
TECHNICAL ADVISORY COUNCIL 


Michael P, "Mike" Ryan, Director of Advertising, Allied Chemical Cor- 
poration, has just become Chairman of the Institute's Technical Advisory 
Council. As chairman, he will coordinate the work of the professional 
researchers who make up that council. The functions of this council in- 
clude developing new research projects, approving the research plans 
drawn up by project councils and okaying the final research report. 


Mr. Ryan holds both a Bachelor's and Master's Degree in Chemical En- 
gineering. He has risen through the ranks in industrial advertising and 
before joining Allied Chemical Corporation was Vice President at Gard- 
ner Advertising Agency in St. Louis. 


ARE YOU ROBBING YOUR AD DEPARTMENT 
OF YOUR AGENCY'S CREATIVE SKILLS? 


IARI found in a 130- company survey that many fail to use their ad agency 
effectively for other than paid space advertising. Worse, the agency's 
role in this category of advertising is unduly restricted by some com- 
panies. 


For a close look at the sources of these two major problems, see all of 
Chapter VI, IARI Report #5, "Organizing and Controlling Industrial Ad- 
vertising Operations." It shows you present practice and trends in ad- 
vertiser-agency relationships. 


IARI SALES- AD TEAMWORK 
STUDY RACKS UP ANOTHER "HURRAH" 


"Your latest study, ‘How to Coordinate Industrial Sales and Advertising" 
(IARI Report #8), is the finest piece of research on this subject we have 
ever read. Congratulations...on a sterling job." 


-- John Veckly 
Director of Advertising 
United States Steel Corporation 





JUST WHAT IS THE INSTITUTE? 


We have received many letters concerning items and reports mentioned 
in THE REPORTER. A good many of these letters, even some from our 
subscribers, indicated we should point out just what the Institute is. So 
here goes: 


The Institute is a non-profit organization devoted 100% to helping the In- 
dustrial Marketer. It derives its financial support entirely from sub- 
scriptions by industrial advertisers, agencies and publishers, 


In return for their supporting the Institute, subscribers receive the pub- 
lished research reports, are invited to one-day seminars covering its 
research put on in different cities, are asked to serve on research com- 
mittees, and elect the Trustees of the Institute. 


A subscription to the Institute should not be considered as dues to an as- 
sociation but as purchasing and supporting research in Industrial Adver- 
tising and Marketing. 


The Institute uses the practical experience and brainpower of outstanding 
men in industrial advertising and marketing in developing its research 
projects, These men give countless hours of their time to serving on 
these committees and contributing their experience. 


Here is a list of some of these men and their company affiliation at the 
time the reports were published: 


Wroe Alderson, Alderson & Sessions 

P, O. Bancroft, The Worthington Corporation 
Robert J. Barbour, The Bakelite Company 

David F, Beard, Reynolds Metals Company 

W. R. Ceperly, Fuller & Smith & Ross, Inc. 
Belmont Corn, Jr., The Displayers, Inc. 
Arthur Cowles, Henri, Hurst & McDonald, Inc. 
John DeWolf, G. M. Basford Company 

Charles Farran, The Griswold- Eshleman Co, 

J. A. Grundy, Remington Rand Division 

Robert L. Hartford, The Penton Publishing Co. 
H, A. Harty, Wolverine Tube Division 

Richard S, Hayes, The Okonite Company 
Bertram V. Jones, Link- Belt Company 

Fay Keyler, O. S. Tyson & Company 

Kenneth Knowles, Clapp & Poliak, Inc. 

Robert A, LeFevre, Ohio Brass Company 

R. L. Lloyd, The International Nickel Co., Inc. 
Craig Mitchell, American School Publishing Corp. 
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H. H. Oldham, Republic Steel Corporation 

J. Wesley Rosberg, The Buchen Company 

Phillip Ruprecht, McGraw- Hill Publishing Co., Inc. 
C. E, St. Thomas, General Electric Company 

S. T. Salvage, The Timken Roller Bearing Co. 
Howard G. Sawyer, James Thomas Chirurg Co. 

C. D. Scott, General Electric Company 

W. C. Sproull, Burroughs Corporation 

John Sutherland, Rogers Publishing Company 

R. C. Trees, Udylite Corporation 

R. P. Wagner, Westinghouse Electric Corp. 
Forrest U. Webster, Sales & Advertising Consultant 
Douglas Williamson, American Hard Rubber Co. 
M. E. Ziegenhagen, The Worthington Corporation. 


After the research plan 1s developed, the research is usually conducted 
and a report draft written by an outside professional research or man- 
agement firm. Here is a list of some of the firms who have done re- 
search for the Institute: 


Barrington Associates 

Cresap, McCormick & Paget, Inc. 
Gallup & Robinson, Inc. 

Opinion Research Corporation 
Stewart, Dougall & Associates 
Trade Ways, Inc. 


And overseeing all of the work isthe Institute’s Technical Advisory Coun- 
cil made up of experienced research men who contribute their time and 
experience without charge. Current members keeping the Institute's 
standards high are: Dr. Edgar Gunther, FORTUNE; William W. Morris, 
Westinghouse Electric Corp.; M. P. Ryan, Allied Chemical Corp. ; John 
C. Spurr, McGraw-Hill Publishing Co.; Dr. Charles Swanson, Curtis 
Publishing Co.; A. J. Tacy, General Electric Co.; Dr. Charles Winick. 


To date the Institute has spent approximately two hundred thousand dol- 
lars on developing its research. But because this research is a share- 
the cost plan based on the size of the industrial advertising budget, the 
subscription fees range from a low of $100 per year to not more than 
$2, 000 per year. 


For this the Institute subscriber not only hashis ownnon- profit, unbiased 
research organization but is receiving a basic library of books based on 
research related to industrial marketing. 


Non- subscribers to the Institute may buy individual reports but the prices 
range from $75 to $150 per copy. 
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SURVEYS FOUNDER WHEN THE WAY YOU 
HANDLE FACTS CLOUDS REAL MEANING 


The facts youneedare kicking aroundall overthe lot. Once you've mined 
them, their value rests solely on how you handle each one... especially 
if they come from interviews of one kind or another. 


In this regard, how rigidly do you control the editing and translating of 
interview responses? What rules govern coding and tabulating the facts 
they yield? Just as important, what tests and checks do you run on the 
accuracy of the methods used? 


These are just a few of the 44 points to consider if you want your sur- 
veysto betechnically sound, their findings acceptable by highest research 
standards. All 44 are covered in IARI Report #4, "Yardsticks for Eval- 
uating Industrial Advertising Research, " 


BUDGET PRESENTATION FACELIFTED 
AS A RESULT OF TIPS IN LARI REPORT 


“As a result of the Budget Report (IARI Report #3, ''How to Establish the 
Budget for Advertising Industrial Products"), we have completely changed 
our method of presentation of our advertising budget, " reports the ad 
manager of one medium-sized manufacturer. "In our presentation to 
management, three methods of arriving at our annual budget were given, 
completely documented and quite comprehensive in nature, 


"Our management, for the first time, was able to get aclear understand- 
ing of the objectives-- the results--all in relationship to dollars spent and 
each of the various component parts of the advertising budget plan. " 


In addition to offering you a complete, single source of information on 
formulating and presenting your budget proposal, IARI Report #3 backs 
you up with a special section written directly to top management and de- 
signed to help you "sell" your program, Titled "Top Management Ap- 
praisal of the Advertising Budget", it starts on Page 125 of this compre- 
hensive study. 
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